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Perkembangan teknologi informasi membawa dampak perubahan pada bisnis di seluruh 
dunia, termasuk di Indonesia. Kehadiran internet telah mengubah ruang lingkup bisnis. Saat ini 
banyak bisnis dijalankan melalui sistem online yang dikenal sebagai e-commerce. Teknologi 
informasi membantu pengembangan proses bisnis menjadi lebih efisien dan efektif. Dengan 
adanya e-commerce, pelanggan dapat melakukan pembelian produk dengan lebih mudah, dapat 
dilakukan dimanapun dan kapanpun. Saat ini, platform e-commerce yang menjadi jembatan 
bagi toko-toko online dengan konsumen sedang marak digunakan. Dalam satu platform saja, 
konsumen dapat berinteraksi dengan berbagai toko online seperti Happy Fresh Surabaya. 
Happy Fresh Surabaya menjadi salah satu platform e-commerce unggulan di Indonesia dengan 
kelengkapan produk fresh organic yang dimilikinya. Penelitian ini bertujuan untuk menganalisis 
Pengaruh Reference Group, Positive Online Comments melalui Perceived Value dan Perceived 
Risk melalui Online Purchase Intention pada Happy Fresh Surabaya. Penelitian ini 
menggunakan metode kuantitatif dan data yang digunakan dalam penelitian ini adalah data 
primer. Jumlah sampel yang digunakan dalam penelitian ini adalah sebanyak 150 responden 
dengan teknik penyampelan non-probability sampling menggunakan purposive sampling. 
Teknik analisis yang digunakan adalah analisis SEM dengan program LISREL. 
Hasil penelitian ini menunjukkan bahwa Positive Online Comment, dan Reference Group 
signifikan terhadap Perceived Value. Positive Online Comment, dan Reference Group signifikan 
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THE IMPACT OF REREFERENCE GROUP, POSITIVE ONLINE COMMENT, TO 
ONLINE PURCHASE INTENTION 





Information technology has an impact on business change throughout the world, including 
in Indonesia. The presence of the internet has changed the scope of business. Today many 
businesses are run through an online system known as e- commerce. Information technology 
helps develop business processes more efficiently and effectively. With e-commerce, customers 
can buy products more easily, it can be done anywhere and anytime. E-commerce platforms be a 
bridge for online stores and consumers. In one platform, consumers can interact with various 
online stores such as Happy Fresh Surabaya. Happy Fresh Surabaya is one of the leading e-
commerce platforms in Indonesia with the completeness of its fresh organic products. 
This research is to analyze the influence of Reference Group, Positive Online Comments 
through Perceived Value and Perceived Risk through Online Purchase Intention at Happy Fresh 
Surabaya. This research used quantitative methods and for the collected data used primary data. 
The number of samples used in this research were 150 respondents with a non-probability 
sampling using purposive sampling. The analysis technique used in this research is SEM analysis 
with LISREL program. 
The results of this research indicate that Positive Online Comment, and Reference Group, 
are significant for Perceived Value. Positive Online Comment, and Reference Group, are 
significant for Perceived Risk, and Perceived Risk and Perceived Value is significant towards 
Online Purchase Intention 
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